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Abstract

This study examines the relationship between motivations for mobile phone use and social
capital among mobile phone-savvy college students in Shanghai and Taipei. Our findings from
the survey of 1,923 reveal some key differences. Specifically, the Shanghai respondents had a
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higher motivation for using the mobile phone for entertainment/relaxation and surveillance.

Regarding the relationship between motivations for mobile phone use and social capital, results
of multivariate analyses using the Shanghai sample show that entertainment and relaxation
needs significantly predicted life satisfaction, while surveillance needs were significantly
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associated with leisure activity. In the Taipei sample, entertainment and relaxation needs
significantly predicted leisure activity and life satisfaction. Finally the role of societal factors in

accounting for these differences is discussed.

Introduction

Social capital is one of the most salient concepts in social science
in understanding contemporary societies, and also is increasingly
explored in relation to Information and Communication Technology
(ICT). Since mobile technologies have pervaded so much in all aspects
of Asian youth’s lives [1, 2], the relationship between mobile phone
use and social capital has caught researchers’ attention.

Social capital refers to those social resources that we invest in,
accumulate, draw on and sometimes deplete within and between
social networks. Putnam [3] has pointed out that networks, norms,
and trust were features of social capital. Up till now, most definitions
of social capital have included both a structural dimension and a
psychological dimension. While the former is made up of social
networks and relationships for achieving certain ends, the latter
comprises a range of social attitudes, relating to a willingness to trust
other people and to shared values, norms, and life satisfaction. The
two dimensions make it clear that social capital might be a useful
way of understanding the role that mobile phones may play. Hence
we explore these questions in this study: How does mobile phone
use affect social capital? Will different patterns of mobile phone use
increase or decrease social capital?

Previous research suggests that even nations sharing cultural
similarities report differences in mobile phone uses[4a]. However,
no research has explored how the differences are related to social
capital. Assuming that mobile phone use may differ from country to
country in the greater China due to differences in political systems,
media environments, levels of press freedom, and IT developments,
this study employs a comparative design that includes two Chinese
cities: Shanghai and Taipei. This design allows us to explore the
similarities and differences in mobile phone use among. Chinese
youth in the two cities and how the different uses affect social capital.

The study shows the important role of mobile phone use
in affecting the two dimensions of social capital. Such a
comparative study will not only expand the scope of literature
on social capital, but also contribute to the theorization of

effects of the mobile phone in the era of 4G communication.

Theoretical Background

Influence of culture on mobile communication

Culture, defined by Hofstede [5] as the “collective programming of
the mind which distinguishes the members of one group or category
of people from another” (p. 5) influences institutions, behavioral
patterns, norm systems, or social formats within a society [6]. Past
research shows that it also plays a role in how the mobile phone is
used. As Ishii and Wu [7] argued, even though the youth in different
countries use the same worldwide standardization of communication
technologies, they differ culturally in their personal relationship
patterns, creating different media trends. Cultural differences in
mobile phone use were reported in several studies [4b,8-10]. In terms
of perceptions and uses of mobile phones, Campbell [8] sampled
college students from Japan, Sweden, Taiwan, and the United States.
His results indicated some differences and several similarities among
the cultural groupings.
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The use of mobile phone in public places was particularly found
to be impacted by cultural norms and tradition. Comparing the
Netherlands and the United States, [11] found that both the Dutch
and the Americans were sensitive to the intrusion of the mobile phone
in public settings. However, the Americans were found to have a
stronger sense of responsibility for being reachable to their colleagues
and friends, meaning they use the mobile phone in public spaces.
Comparing patterns in mobile-phone use in Sweden, the United States
and Japan, Baron and Segerstad [4a] reported a number of culturally
based differences in reachability by mobile phone. Furthermore,
past research explored the similarities and differences in mobile
communication within a culture. Even nations sharing cultural
similarities reported differences in mobile communication practices.
At this level of analysis, a range of cultural, political, and economic
factors would influence mobile phone use [12]. In a comparison
of Western European countries, Fortunati [13] found significant
differences in the perceptions of the mobile phone’s facilitation of
social relationships. Italians were most favorable, followed by the
French, British, Spanish, and Germans.

Therefore, we were curious whether mobile phone use might differ
from country to country in Chinese cities because of differences

in socio-economic development, mobile environment, marketing
strategies of the cell phone industry, cultural factors, etc.

Shanghai and Taipei are close to each other in terms of Internet
penetration rates (65.1% and 70.1% respectively). In terms of mobile

phone penetration, they are both above 100% (109.6% and 116%
respectively). Therefore, we raise the following question:

RQI: How do college students use their mobile phones in Shanghai and

Taipei? What are the differences and similarities in their mobile phone
use?

Uses & gratifications of mobile phones

Mobile phones can be said to satisfy users’ new needs or the same
needs in new ways. Although mobile phones have something to offer
to almost everyone who derives any gratification from other media,
they offer the same gratifications in a more interactive way-news,
magazines, books, phone, e-mail, social media, radio, music, online
games. Consequently, the uses and gratifications approach is a viable
framework for investigating the impact of this emerging medium
[14,15].

The recurrent theme of the theory is that people consciously seek
media for obtaining specific gratifications. In simple terms, the theory
suggests that the choices people make when consuming media are

motivated by their desire to gratify a range of needs, and explains how
and why media serve human needs [16].

The active audience approach is very consistent with the nature
of mobile phone users, which have vast choices of content and
different usage patterns. The notion of an ‘active’ audience and mobile
communication’s inherent characteristic of interactivity make uses
and gratifications a particularly relevant theoretical perspective to
understand the use and motivation obtained from the medium.

Furthermore, although cross-country comparisons of communication
and technology are increasing in recent years, there are no direct
comparisons of mobile communication usage between China and
Taiwan. The two Chinese societies are linked in their shared histories
and have a common linguistic and cultural heritage. We selected

Taipei, the capital of Taiwan, and Shanghai, the largest city by
population in mainland China, and also a global city, a major financial
center and the busiest container port in the world, primarily as case
studies prior to attempting to launch mobile-related research in
various cultural environments in Greater China. Specifically, we seek
to explore the following research question:

RQ2: What are the differences and similarities in motivations for mobile
phone use among college students in Shanghai and Taipei?

Mobile phone uses and social capital

A subject rising from the global popularity of the mobile phone is the
mobile communication’s capacity to enhance a user’s social capital.
Individuals who use mobile phones occupy certain positions within a

web of social networks.

A review of the literature on social capital reveals that it is a highly
debated theoretical construct [17,18-20]. For the sake of addressing
different research questions, scholars often look at a variety of
definitions of social capital [21,22]. Social capital can be seen as an
important asset for creating and maintaining healthy communities,
robust organizations, and vibrant civil societies. Coleman [23],
Putnam [24], and Scopol [25] observed the centrality of social
capital and civic engagement towards the well-being of a democratic
life. In an organization, social capital refers to features of a social
organization such as information, trust, and norms of reciprocity
inherent in ones social networks that can facilitate coordinated
actions [26-28]. Attempts to measure social capital are also diverse
and varied. There is general consensus, however, that social capital
is a complex multidimensional construct and that these constructs
must be culturally or contextually appropriate. Since mobile phones
play an increasingly important role as a media platform for everyday
interpersonal communication in contemporary societies [29,30], they
have become inseparable elements of societal forms such as personal
communities [31], network sociality [32] and mobile sociality [33].

However, past mobile communication research has focused on
the linkage between cell phone use, measured in frequencies and
locations, and the creation of social ties; little attention was paid to the
different ways that individuals use the mobile phone and the effects
of these differences in usage on social outcomes. For example, does
mobile communication have the same effect on an individual who
spends an hour a day following political news and on an individual
who spends an hour a day playing games via the mobile phone? To
address this gap in the literature, this study investigates the various

uses of mobile phone and their effects on its users from a social capital
perspective. Therefore, the following research question is raised:

RQ3: To what extent are different patterns of mobile phone use related
to social capital among college students in Shanghai and Taipei?

Linking motivations and social capital

Uses and gratifications research has its foundation in communications
research, which constitutes an integrated field of researchers in
media, sociology, and social psychology [16]. Because uses and
gratifications research focuses on the individual user in everyday
life, the general idea is that users seek gratifications in media and
technology use based on their individual “needs” or “motivations”
[34]. From uses and gratifications studies [35,36], several motives
related to usefulness are revealed. For mobile phones’ portability,
people can satisfy their communication needs anytime and anywhere.
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AsLicoppe [37] stated, carryinga mobile phone meansbeing connected
and ready to communicate with others. Users have employed the
mobile phone to enhance their family bonds [38], facilitate friendships
and romantic relationships [39,40], and build mutual support [41].
Ramirez et al’s [42] study shows that mobile phones gratified various
relational needs (e.g. companionship, closeness, and care) better than
other media including emails and instant messaging. The mobile
phone was also found to play an important role in fulfilling people’s
information needs. For example, Authors [43] reported some Asian
college students getting news via mobile phone and mobile phones
in general may help information-seeking. Mobile phone use may
also be driven by entertainment needs. Dabholkar and Bagozzi [44]
found that enjoyment and fun were significant antecedents of attitude
toward using mobile services.

Mobile communication has become increasingly complex, as
individuals combine using phone calls, texting, instant messaging,
news reading, playing games, listening to music, blogging, email,
and social network services (SNS). Therefore, different motivations
probably lead to different uses, and these uses may bring various
kind of social capital. For example, writing a weblog was found to be
positively associated with higher levels of personal network diversity
because the motivation for developing social interaction in the blog
is the existence of common topics or interests. As the context of the
interaction is based on mutual interests, much of the interaction is
with unknown individuals who share hobbies or other concerns
[45]. On the other hand, a specific SNS is more likely to be adopted
because of communication needs in a peer group so SNS are primarily
used for communication with people who are already part of their
extended social network. As with motivations for obtaining useful
information and monitoring environments, users will check weather
and news updates to get a sense of security about physical or social
surroundings. Given these examples of features of various mobile
uses, it is reasonable to expect that a mobile phone user with different
motivations can benefit (or suffer) in terms of social capital, such as
networking, activity coordination, trust, group involvement, and life
satisfaction. Accordingly, to investigate the extent to which individual
levels of social capital can be affected by motivations, the following
question is raised:

RQ4: To what extent are different motivations of mobile phone use
related to social capital among college students in Shanghai and Taipei?

Social capital and social networks

As defined earlier, social capital refers to an individual’s access to
resources through reciprocal social networks [46]. Putnam [3]
explored the idea of social capital in a community and explained it as
a person’s ability to contribute positively to a social system; norms of

reciprocity and trust provide the means for individuals in the network
to resolve collective problems.

Scheufele and Shah [47] identified three dimensions of social capital;
social trust, life satisfaction, and civic engagement. They found that
the relationship between personality strength and trust may reflect
individuals’ beliefs concerning the degree to which they can influence
others to adopt certain attitudes or behaviors [47].

Therefore, social network size plays a key role in measuring social
capital. In general, the larger one’s social networks, the more active one
will be and likely to engage in civic life and discourse participation,
and ultimately contribute to the community. For example, the

online social network size was found to be related to using the
Internet to express oneself, indicating that larger networks promote
communication and discourse [48,3]. Other studies reported similar
findings. Social network size is positively related to participation in
political discourse [49,50], expression [51], conversation, and debate
[52].

Political scientists [53] and sociologists [54] have found that social
interactions in interpersonal networks tend to enhance social
participatory behavior. The ability of a person to interact with a
broad social network through bonding social capital will encourage
the introduction of new ideas through bridging social capital, as
the greater number of people in the bonding social network means
a greater possibility someone will support the bridging ideas. These
findings provided the rationale for the following hypothesis:

HI: Social network size will be positively correlated with social capital.

However, past research has not explored the kinds of social capital
exhibited at varying social network sizes. As we discussed earlier,
Taiwan is a robust civil society, in which civil and not-for-profit
organizations actively provide social and public service. These civil
organizations are dependent on a network of volunteers to participate;
volunteers are typically recruited through peers or peer networks. On
the other hand, China is characteristic of an authoritarian society, in
which the state controls everything, leaving very little space for civil
organizations to exist or to operate effectively. Privately, however,
there is much space for residents in China to exchange information
and interact with each other on issues of public concerns through
social media such as blogging, QQ, Weibo, and WeChat. Since
their participation in civil organizations seems to be largely limited,
residents in China tend to be more willing or ready to turn to social
media on their mobile devices as alternative platforms beyond physical
boundaries to voice their concerns and to exchange information not
available on the mainstream media, which are heavily censored and
regulated by the State. Consequently, mobile social media in China
have played a pivotal role in increasing social network size and social
capital in a fashion different from those in Taiwan due to differences in
their political environments. In light of the differences, we anticipate
the relationship between social network size and social capital will be
much stronger in Shanghai than in Taipei. Therefore, we hypothesize
that:

H2: Social network size will be correlated more strongly with social
capital for Shanghai respondents than for Taipei respondents.

Method

Data used for this study came from two parallel surveys of college
students in Shanghai and Taipei. A standardized questionnaire
was used in each of the two surveys. In each city, the survey used a
multistage sampling plan. In Shanghai and Taipei, the samples were
drawn from five randomly selected universities. Three classes were
randomly chosen from each university in the two cities. The self-
administered questionnaires were distributed during an eight-week
period from mid-December 2010 to mid-January 2011.

Respondents were assured of complete anonymity and participation
was completely voluntary. The completed sample totaled 1,923,
including 723 (37.6%) from Shanghai, and 1,200 (62.4%) from
Taipei. Of the sample, 42.8% were males and 57.2% were females.
The average age was 20.35 years (SD = 2.80, ranging from 17 to
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42). Among the 1,923 respondents, 26.9% were freshmen, 34.4% were
sophomores, 19.2% were juniors, and 19.6% were seniors.

Measurement of key variables

General mobile phone use: Respondents were asked to report how
many calls they made and received with their mobile phones per day.
The two items were added and divided by two to form a measure of
"frequency of calls made and received" (M = 4.10, SD = 4.54, r = .81).
Respondents were also asked how many text messages they sent and
received with their mobile phone per day. The two items were also
added and divided by two to form a measure of "frequency of texting
messages sent and received" (M = 7.33, SD = 11.85, r = .96).

Specific mobile phone use: Respondents were also asked how often
they had used their mobile phone to (1) surf the Internet, (2) send
and receive e-mails, (3) chat via instant messenger, (4) use a blog, (5)
use Twitter, (6) play games, (7) listen to music, and (8) take photos.
The response categories ranged from 1 (never) to 4 (often). Results of
a principal component factor analysis with varimax rotation showed
that the items were clearly grouped in two factors. The two-factor
solution explained 61.95% of the variance. The first factor consisted
of the first five items (eigenvalue = 3.28; 40.98% of variance). The five
items were combined to form an index of “interactive use” (M =2.85;
SD = .69; a = .87). The second factor consisted of the last three items
(eigenvalue = 1.68; 20.97% of variance). Thus, the three items were
averaged to form an index of “personal use” (M = 1.77; SD = .83; «
= 58).

Motivations of mobile phone use: Drawing on motives identified in
previous studies on uses and gratifications [36,42,55-57], our survey
used a list of 14 motivation items (we finalized the list based on a
pilot study). Principal component factor analysis of these items with
varimax rotation led to a four-factor solution, accounting for 74.82%
of variance. Based on results of principal component factor analysis of

the mobile phone motive statements, four highly reliable motivation
indices were created.

The first factor consisted of five items that reflected the motivation
for using mobile phones to gossip or chap, to seek the pleasure of
talking, to relax, to relieve boredom, and to pass time (eigenvalue
= 3.33; 23.81% of variance). The five items were combined to form
an index of “entertainment and relaxation needs” (M = 3.34; SD =
.90; a = .88). The second factor contained three items including
seeking updated information on news, products and services, and
entertainment (eigenvalue = 2.65; 18.89% of variance). The three items
were added and divided by three to form a measure of "surveillance
needs" (M = 2.81, SD = 1.00, « = .91).The third factor consisted of
three items that reflected the motives of using mobile phone to share
ideas and opinions, to give or receive advice on personal issues, and
to discuss or coordinate social events (eigenvalue = 2.32; 16.54% of
variance). The three items were combined to form an index of “social
interaction needs” (M = 3.27; SD = .89; a = .84). The fourth factor
consisted of three items: to keep in contact with people you don’t have
enough time to see in person, to keep in contact with others who live
far away and to keep in touch with family members (eigenvalue = 2.18;

15.58% of variance). The three items were combined to constitute an
index of “communication needs” (M = 4.05; SD = .70; « = .79).

Size of mobile network: Respondents were asked to indicate their
agreement on a five-point Likert scale (“1” means “strongly disagree”
and “5” means “strongly agree”) with these statements reflecting

their anticipations of the usefulness of mobile phones in estimating:
(1) the number of friends they have linked to via SNS, (2) the number
of friend connections they have not actually met face-to-face (F2F) on
SNS, and (3) the number of friends they have frequently kept in touch
with online on SNS. An exploratory factor analysis showed that the
three items grouped in a single factor, indicating that they measured
a single underlying concept (eigenvalue =2.59, accounting for 86.36%
of the variance). The three items were averaged to create a composite
measure of “size of mobile network” (M = 2.95, SD = 1.05, « = .92).

Social capital: Based on previous studies, social capital is composed
of the following dimensions: group involvement, leisure activity,
interpersonal trust, and life satisfaction.

Group involvement: To measure group involvement, respondents
were asked to indicate how often they had participated in the
following activities in the past year: any activities of an organization,
any activities on campus, and any class or department activities. The
responses categories ranged from 1 (never) to 4 (often). Results of
a principal component analysis show that the three activities were
grouped in a single factor, suggesting that they measured a single
underlying concept (eigenvalue =2.98, accounting for 99.26% of the

variance). The three items were combined to constitute an index of
“group involvement” (M = 2.86; SD = .78; a = .82).

Leisure activity: Four items were used to measure respondents’
leisure activities. Respondents were asked to indicate how often they
participated in the following activities: dine out with friends, hang
out with friends, play a team sport with friends, and go to movies
or concerts with friends. The response categories also ranged from
1 (never) to 4 (often). Principal component analysis showed that the
four items were grouped in a single factor and measured the same
underlying concept (eigenvalue = 3.90, accounting for 97.59% of the

variance). The three items were combined to constitute an index of
“leisure activity (M =3.19; SD = .58; a = .74).

Interpersonal trust: Four questions were used to estimate
interpersonal trust using a five-point Likert scale (“1” means “strongly
disagree” and “5” means “strongly agree”): “Do you agree that most
people around me are honest?” “Do you agree that most people
around me are trustworthy?” “Do you agree that most people around
me can look out for each other?” and “Do you agree that most people
around me are reliable?” Results of a principal component analysis
show that the four activities used to measure interpersonal trust were
grouped in a single factor (eigenvalue = 3.92, accounting for 98.07%

of the variance). The four items were combined to form an index of
“interpersonal trust” (M = 3.74; SD = .72; a = .93).

Life satisfaction: Four items that were adopted from previous studies
[58] were used to measure respondents’ life satisfaction. Respondents
were asked to express their agreement, on a scale from 5 (strongly
agree) to 1 (strongly disagree), with the following statement: (a) “I
worry about my future,” (b) “I wish I could lead a totally different life,”
(c) “If I could lead another life, I would do some things differently;’
and (d) “Sometimes I feel that I don’t have enough control over the
direction my life is taking” Results of a principal component analysis
show that the four items were grouped in a single factor, suggesting
that they measured a single underlying concept (eigenvalue = 3.73,

accounting for 93.34% of the variance). The four items were combined
to create an index of “life satisfaction” (M = 3.40; SD = .75; a = .78).

Control variables: Respondents self reported the number of days per
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estimated amount of time per day spent watching television, listening
to radio, and surfing the Internet. Finally, respondents were asked
about their gender, age, and years of study. These variables were
used as controls in the regression analyses because previous studies
indicated that they were related to mobile phone use [36,38].

Findings

All of the 1,923 respondents were mobile phone users. Of the
sample, 41.1% owned a smart phone and 58.9% had a non-smart
phone. Shanghai has higher number of user’s higher users of smart
phones than Taipei. In the two cities, respondents had used mobile
phones for periods ranging from less than one year (0.7%) to 15 years
(0.3%) (M = 6.41 years, SD = 2.80).

RQ1 explored how Chinese college students use their mobile phones.
Results of frequency analysis show that the respondents used their
mobile phones very frequently. The average number of calls made in
a day was 4.15 (SD = 4.88) and the average number of calls received
per day was 4.09 (SD = 4.74). The average number of messages sent
per day was 7.06 (SD = 12.05) and the average of messages received
per day was 7.73 (SD = 12.60).

Results of independent t-tests indicated significant differences in
mobile phone use among respondents in the two cities (see Table
1). As for the specific use of mobile phone, the most frequent use of
mobile phone for respondents across the two samples was to take
photos, followed by listening to music, playing games, surfing the
Internet, chatting via instant messenger, using Twitter, and sending
and receiving e-mails. The least frequent use was to use blog through
the mobile phone.

Sample Total Shanghai Taipei t value

Take photos | 3.04 2.99 3.06 -1.65%
(.87) (.87) (.87)

Listen to 2.90 2.76 2.98 -4.59%%*

music (1.02) (1.01) (1.02)

Play games | 2.62 2.55 2.67 2277+
(.91) (.91) (.91)

Combined 2.85 2.77 2.90 -4,15%%*

Index (.69) (.69) (.69)

Surf the 2.27 3.22 1.70 33.14%%*

Internet (1.22) (.97) (.98)

Chat via 1.89 2.83 1.33 37.22%4%

instant (1.13) (1.06) (.71)

messenger

Use twitter 1.65 1.97 1.45 11.06***
(1.03) (1.13) (.91)

Send/ 1.57 1.95 1.35 14.94***

Receive (.91) (1.05) (.72)

e-mails

Use blog 1.47 1.80 1.27 13.92%%*
(.85) (1.02) (.64)

Combined 1.77 2.35 1.41 28.43%**

Index (.83) (.73) (.68)

Table 1: Specific mobile phone use in Shanghai and Taipei.
Note: The four-point responses categories ranged from “1” (never) to “4”
(often). Figures in parentheses are standard deviations.***p <.001; **p <.01;

*p <.05

Results of independent t-tests indicate that there were significant
differences in mobile phone use among respondents in the two cities.
As shown in Table 1, the Shanghai respondents were more likely to use
the mobile phone to surf the Internet, chat via instant messenger, send
and receive e-mails, use blog and twitter. The Taiwan respondents
were more likely to use the mobile phone to take photos, play games
and to listen to music.

RQ2 explored the differences and similarities in motivations for
mobile phone use among respondents. As shown in Table 2, the
respondents from both cities rated communication needs as the most
important motivation for using the mobile phone use, followed by
entertainment and relaxation and social interaction. Surveillance was
rated as the least important motivation for using the mobile phone
use. Results of independent t-tests indicate that there was a significant
difference among respondents in the two cities; the Shanghai
respondents had a higher motivation for using the mobile phone for
entertainment/relaxation and surveillance. However, there were no
significant differences among respondents in the two cities for using
the mobile phone for social interaction and communication needs.

Sample Total Shanghai Taipei t value
Entertainment/ 3.34 3.43 3.28 3.55%%*
relaxation needs (.90) (.93) (.88)
Surveillance needs | 2.81 3.30 2.51 17.74%%%
(1.00) (.89) (.95)
Social interaction | 3.27 3.28 3.27 .39
needs .92 .88
5o | (92 (88)
Communication 4.05 4.07 4.03 1.08
needs (.70) (.80) (.63)

Table 2: Motivation of Mobile phone use in Shanghai and Taipei.
Note: The 5-point scale for motivation value about mobile media ranged from
“1” (strongly disagree) to “5” (strongly agree). Figures in parentheses are
standard deviations. ***p <.001

RQ3 explored the relationships between mobile phone use and social
capital. To answer this research question, four separate hierarchical
regression analyses were performed. Tables 3 and 4 summarize the
results of the hierarchical regression analyses in which gender, age,
and smart phone ownership were entered first into the equation,
followed by television use, radio use, newspaper use, and Internet use.
The third block included the two general mobile phone use variables,
frequency of calls made and received and frequency of texting
messages sent and received. The fourth block entered the two specific
mobile phone use variables, interactive use and personal use. The fifth
block entered size of mobile social network. The final block entered
the motivation of mobile phone use.

Results of the hierarchical regression analyses show that frequency
of calls made and received was a significant predictor of leisure
activity (Beta = .13, p > .001), but it was not significantly associated
with group involvement (Beta = .03, p > .05), interpersonal trust
(Beta= .01, p > .05) and life satisfaction (Beta = .02, p > .05).
Frequency of texting messages sent and received was not a
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significant predictor of any of the four social capital variables.

Interactive use was also not significantly associated with any of the
four social capital variables. Personal use was a significant predictor
of group involvement (Beta= .13, p < .001), leisure activity (Beta=.17,
p < .001) and interpersonal trust (Beta= .04, p <.05), but it was not
significantly related to life satisfaction (Beta= .04, p >.05).

To explore whether the relationship between mobile phone use and
social capital varies across the two Chinese cities, eight hierarchical
regression analyses were performed. Tables 3 and 4 summarize the
results of the hierarchical regression analyses. As these tables show,
in the Shanghai sample, frequency of calls made was not a significant
predictor of any of the four social capital variables. Frequency of texting
messages sent was significantly associated with leisure activity (Beta
= .10, p < .01). Interactive use was a significant predictor of leisure

activity (Beta = .131 p > .05), while personal use was significantly
related to group involvement (Beta = .11, p > .05).

In the Taipei sample, frequency of calls made was a significant
predictor of group involvement (Beta = .08, p > .05) and leisure
activity (Beta = .17, p > .001). Frequency of texting messages sent
was significantly and negatively associated with group involvement
(Beta = -.07, p > .05). Although interactive use was not a significant
predictor of any of the four social capital variables, personal use was

significantly associated with group involvement (Beta = .14, p > .001)
and leisure activity (Beta = .19, p >.001).

RQ4 examined the relationships between motivations of mobile
phone use and social capital. Results of the hierarchical regression
analyses (Tables 3 and 4) show that entertainment and relaxation
needs significantly predicted leisure activity (Beta= .08, p < .01),
interpersonal trust (Beta= .06, p <.01) and life satisfaction (Beta= .19,
p < .001). Surveillance needs were not significantly associated with
any of the four social capital variables. Social interaction needs were
significantly and positively associated with group involvement (Beta=
.09, p < .01), leisure activity (Beta= .09, p < .01), and interpersonal
trust (Beta= .05, p < .01), but were not significantly related to life
satisfaction (Beta= .01, p > .05). Communication needs significantly
predicted group involvement (Beta= .06, p < .05), leisure activity
(Beta= .09, p < .01), and interpersonal trust (Beta= .19, p <.001), but
they were not significantly related to life satisfaction (Beta= -.01, p >
.05).

In the Shanghai sample, Tables 3 and 4 show that entertainment and
relaxation needs significantly predicted life satisfaction (Beta= .20, p
< .001), while surveillance needs were significantly associated with
leisure activity (Beta= .10, p <.05). Although social interaction needs
were not significantly associated with any of the four social capital

variables, communication needs significantly predicted interpersonal
trust (Beta= .24, p <.001).

In the Taipei sample, entertainment and relaxation needs significantly
predicted leisure activity (Beta=.11, p <.01) and life satisfaction (Beta=
.15, p <.001). Surveillance needs were not significantly associated with
any of the four social capital variables. Social interaction needs were
significantly and positively associated with interpersonal trust (Beta=
.12, p < .001), while communication needs significantly predicted

leisure activity (Beta= .11, p <.01) and interpersonal trust (Beta= .12,
p<.001).

H1 predicted that size of mobile social network would be positively
related to social capital. To test this hypothesis, four hierarchical

Page 6 of 9
Independent Group Involvement Leisure Activity
variables
Total ‘ Shanghai ‘ Taipei Total ‘ Shanghai ‘ Taipei
Block 1: Demographics
Gender .01 -.01 .04 -.01 -.00 .03
Age - 1400 S210 - 130 -.05 .06 -.07*
Smart phone -.04 -.00 -.05 -.03 -.05
ownership 1400%
Adjusted R2 2.2% 4.2% 2.2% 1.5% 6.5% | 1.9%
Block 2: Media use
Television use | -.12%** -.01 - 17 .01 .01 .06
Radio use -.01 -.08* .02 .03 .05 .02
Newspaper .04 .07 .03 097 | .04 .08**
use
Internet use -.03 -.07 .01 .04 .02 .04
Incremental 0.9% 1.1% 1.5% 1.8% 1.2% 1.0%
adjusted R2
Block 3: Mobile phone use
Calling .03 .04 .08* 130 .02 7.
Texting -.01 -.02 -.07* .01 .10%* 04.-
Incremental 0.2% 0.1% 0.5% 2.7% 2.3% 3.8%
adjusted R2
Block 4: General Mobile phone use
Interactive use | .04 08. | -.05 -.04 A1 .02
Personal use 1300 *11. | 140 A7 .05 190
Incremental 3.1% 5.6% 2.0% 4.7% 4.8% 6.0%
adjusted R2
Block 5: Social network size
Social network A5, | 220 A1 07** 18%* .07*
size
Incremental 2.2% | 4.7% 1.2% 1.1% 3.7% 1.2%
adjusted R2
Block 6: Motivation of mobile phone use
Entertainment/ | -.04 -.08 -.02 -.03 A1+
relaxation
Surveillance | -.02 .09 -.06 -.01 .10* .02
Social | .09** .06 10+ .09** .04 .03
interaction
Communication | .06* .06 .05 .09%* .07 A1
Incremental | 0.9% 1.5% 0.8% 2.6% 1.6% 2.7%
adjusted R2
Total adjusted 9.5% 17.2% 8.2% 14.4% 20.1% 16.6%
R2
N 1,775 675 1,100 1,776 677 1,099

Table 3: Hierarchical Regression Analysis Predicting Group
Involvement and Leisure Activity.

Notes: Beta weights are from final regression equation with all blocks of
variables in the model. Variables coded, or recoded, as follows: gender
(0=female, 1=male);motivation of mobile Phone use ranged from 1 (strongly
disagree) to 5 (strongly agree); General mobile phone use ranged from 1
(never) to 4 (often). Smart phone ownership (0 = no, 1 = yes).

o p <0015 p < .01 % p < .05,
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Independent Group Involvement Leisure Activity
variables

Total ‘ Shanghai ‘ Taipei Total ‘ Shanghai ‘ Taipei
Block 1: Demographics
Gender -.06** -.01 -.07 07** .06 .09**
Age -.03 .04 -.04 -.04 .06 -.08%*
Smart phone -.02 -.08* .01 -.01 .00 .01
ownership
Adjusted R2 0.7% 0.1% 1.6% 0.3% 0.1% | 1.3%
Block 2: Media use
Television use | -.01 .03 -.02 .04 .00 .04
Radio use -.01 -.03 -.01 .06* 10%* .03
Newspaper .01* .00 .01 -.00 -.05 .01
use
Internet use -.04* -.05 .04 -.01 -.06 .04
Incremental -0.3% 0.0% 0.0% 0.8% 1.6% 0.4%
adjusted R2
Block 3: Mobile phone use
Calling .01 .01 .02 .02 .04 -.05
Texting -.02 .02 -.07 -.05 -.06 .03
Incremental 0.1% 0.0% 0.1% 0.0% 0.0% 0.0%
adjusted R2
Block 4: General Mobile phone use
Interactive use | -.01 01.- | -.06 -.06 .07 -.07
Personal use .04* *11. | .06 .04 -.01 .02
Incremental 2.5% 6.1% | 1.9% 0.6% 2.6% 0.1%
adjusted R2
Block 5: Social network size
Social network ***09. | .26%%F .03 .08** 170 .06
size
Incremental 2.6% | 7.0% 0.8% 0.9% 3.9% 0.5%
adjusted R2
Block 6: Motivation of mobile phone use
Entertainment/ .06** 01 .06 20%%* 150
relaxation
Surveillance -.01 .08 -.00 -.02 .06 .01
Social .05%* -.09 2 .01 .01 -.04
interaction
Communication | ,]9*** 240%¢ 15%0% -.01 -.07 .01
Incremental 4.9% 5.0% 4.9% 2.4% 2.9% 1.5%
adjusted R2 4.9%
Total adjusted 10.6% 18.7% 8.3% 5.0% 11.7% 3.8%
R2
N 1,772 671 1,101 1,772 675 1,772

1,097

Table 4: Hierarchical Regression Analysis Predicting Interpersonal
Trust and Life Satisfaction.

Notes: Beta weights are from final regression equation with all blocks
of variables in the model. Variables coded, or recoded, as follows:
gender (0O=female, 1=male); motivations of mobile Phone use ranged
from 1 (strongly disagree) to 5 (strongly agree); General mobile phone
use ranged from 1 (never) to 4 (often). Smart phone ownership (0 =

no, 1 = yes).

regression analyses were performed. The regression analyses show
that size of one’s mobile social network was a significant predictor of
group involvement (Beta= .15, p < .001), leisure activity (Beta= .07,
p < .01), interpersonal trust (Beta= .09, p < .01), and life satisfaction
(Beta= .08, p < .01). H1 was supported.

H2 predicted that size of mobile social network would be more
strongly related to social capital for Shanghai respondents than
for Taipei respondents. To test it, Pearson correlations were
performed. Results of the analyses showed that social network size
was significantly and positively related to group involvement in the
Shanghai sample (r = .26, p < .001) and in the Taipei sample (r = .12,
p < .001). A Z test for two correlation coefficients showed that the
difference was statistically significant (Z = 3.13, p < .01). The results
showed that social network size was more strongly correlated with
leisure activity for the Shanghai respondents (r = .28, p < .001) than
for the Taipei respondents (r = .20) (Z = 1.95, p < .05). The correlation
analyses also indicated that social network size was more strongly
correlated with interpersonal trust for the Shanghai respondents (r
= .34, p < .001) than for the Taipei respondents (r = .09, p<.01) (Z
= 5.60, p < .001). Finally, the results showed that social network size
was significantly and positively related to life satisfaction for both the
Shanghai respondents (r = .26, p < .001) and the Taipei respondents
(r=.10, p < .01). A Z test for two correlation coeflicients showed that
the difference was statistically significant (Z = 3.45, p <.001). H2 was
also supported.

In order to gain further insight into the relationship between social
network size and social capital, four separate hierarchical regression
analyses were performed. As shown in Tables 3 and 4, in the Shanghai
sample, size of one’s mobile social network was a significant predictor
of group involvement (Beta= .22, p <.001), leisure activity (Beta= .18,
p <.001), interpersonal trust (Beta= .26, p < .001) and life satisfaction
(Beta= .17, p < .001). In the Taipei sample, size of one’s mobile social
network significantly predicted group involvement (Beta= .11, p <
.01), leisure activity (Beta= .07, p < .01), but it was not a significant
predictor of interpersonal trust (Beta= .06, p > .05) and life satisfaction

(Beta= .06, p > .05). Altogether, the results of the four regression
analyses provided additional evidence in support for H2.

Discussion

In the era of 4G, the mobile phone has become an increasingly popular
platform for daily communication. Findings of our study show young
adults in the two Chinese cities used their mobile phones frequently.
On the other hand, there were some interesting differences in mobile
phone use among respondents. The Shanghai respondents sent and
received more text messages than the Taipei respondents. Cost may
be a factor for users in the Chinese mainlander; the popularity of IM

in Taiwan may offer an explanation for less texting among the Taiwan
respondents.

More importantly, the findings reveal some key differences and
similarities in the respondents’ motivations for mobile phone use.
The respondents from both cities rated communication needs as the
most important motivation for using the mobile phone use, followed
by entertainment/relaxation and social interaction. Surveillance
was rated as the least important motivation. However, the Shanghai
respondents had higher motivation for using the mobile phone
for entertainment/relaxation, surveillance and social interaction.
Considering that the media are tightly controlled by the government,
including censoring prime-time TV programming in China, it is
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unsurprising that college students in Shanghai exhibited a stronger
motivation to seek entertainment and news from the less regulated
smart phones, which function as a mobile Internet.

Regarding the relationships between mobile phone use and social
capital, we found the frequency of calling was a significant predictor
of leisure activity, but it was not significantly associated with group
involvement, interpersonal trust and life satisfaction. Frequency of
texting and interactive use were not significantly related to any of the
four social capital variables. However, personal use was significantly
and positively associated with group involvement, leisure activity,
interpersonal trust and life satisfaction. The findings suggest that
mobile phone calls are used basically for utilitarian purposes, and
people may make phone calls via mobile to someone with whom
they are not necessarily very close. Therefore, making and receiving
phone calls enhances group involvement and leisure activity, rather
than interpersonal trust and life satisfaction. Texting may seem
more socially expressive. Despite the fact that text messaging is not
a rich medium [59,60], it is commonly appropriated for personal
communication among people with strong ties [39,57,61], which
might explain the positive and significant coeflicients between it and
leisure activity that primarily involve person-to-person connectivity.
As Kluger [62] has put it, texting has replaced phone calls as people’s
preferred means of mobile conversation, which means users can
control a conversation about what to say and when to say it by texting.

With regard to the relationship between motivations for mobile
phone use and social capital, entertainment and relaxation needs
significantly predicted leisure activity, interpersonal trust, and life
satisfaction. Surveillance needs were not significantly associated
with any of the four social capital variables. Social interaction needs
were significantly and positively associated with group involvement,
leisure activity, and interpersonal trust, but were negatively related to
life satisfaction. Communication needs significantly predicted group
involvement, leisure activity, and interpersonal trust, but were not
significantly related to life satisfaction. The finding that entertainment
and relaxation, communication needs, and social interactions are
stronger predictors of enhancing social capital than surveillance needs
does fit the general picture of people having more communication,
entertainment and social motives for bonding and bridging social ties.
Social and psychological mechanisms may be at play here. Surveillance
needs, measured by seeking updated information on news, products
and services, and entertainment may seem instrumental and extrinsic
motivations. Thus, the rewards for those extrinsically motivated users
seem less likely to be any dimension of social capital.

Moreover, the size of one’s mobile social network was found
a significant predictor of group involvement, leisure activity,
interpersonal trust, and life satisfaction. Additional results suggest
that social network size was more strongly associated with social
capital for the Shanghai respondents than for the Taipei respondents.
Consistent with the findings of Hampton and Lee’s study [63] on the
impact of use of information communications technology on network
diversity and social capital, this study confirmed that differences in
mobile phone use in the same culture might cause differences in
personal networks and social capital. In China, due to the tight control
and restrictions on offline civil organizations, residents in China tend
to be more willing and ready to be part of online communities formed
by various social media, which are also available on mobile devices.
Therefore, personal networks in China tend to be less place-relevant
or sensitive than those in Taiwan, where residents have much more

freedom to participate offline or physically in various civil
organizations. Being less place-relevant or -sensitive, the size of social
networks formed through social media play an important role in
determining personal trust as the larger social network tends to be
more trustworthy than the smaller one.

Accordingly, these findings contribute to the existing studies of social
capital by empirically investigating the relationship between size of
mobile network and social capital. The results of the study demonstrate
that the predictive power of mobile network size on social capital
differs in the two Chinese societies. It is apparent that societal factor
has a strong impact on the relationship between the size of mobile
network and social capital. The relationship between mobile network
size and social capital should be continuously examined.

Despite the contribution, this study has its limitations due to the lack
of generalizability. The use of a sample of college students in urban
areas, rather than the use of a random sample of general public, may
cause underestimates of the empirical range of error. Consequently,
future research should consider using a sample from the general
population. Another limitation of this study is that cultural values
measures were not included in this study, making it impossible to
examine the impact of cultural values on mobile phone use. Future
efforts should explore the relationships among cultural values, mobile
phone use and social capital.

References

1. Donald S, Anderson T, Spry D (2010) Youth, society and mobile media in Asia.
London: Routledge.

2. Wei R (2006) Lifestyles and new media: Adoption and use of wireless
communication technology in China. New Media & Society 8: 991-1008.

3. Putnam RD (2000) Bowling alone: The collapse and revival of American
community. New York: Simon & Schuster.

4. Baron N (2010) Introduction to special section: mobile phones in cross-cultural
context: Sweden, Estonia, the USA, and Japan. New Media & Society 12: 3-11.

5. Hofstede G (1991) Cultures and organizations: Software of the mind.
Maidenhead, UK: McGraw-Hill.

6. Servaes J (1989) One world, multiple cultures. A new paradigm on
communication for development. Leuven/Amersfoort, Acco.

7. Ishii K, Wu CI (2006) A comparative study of media cultures among Taiwanese
and Japanese youth. Telematics and Informatics 23: 95-116.

8. Campbell SW (2007) A cross-cultural comparison of perceptions and uses of
mobile telephony. New Media & Society 9: 343-363.

9. Oksman V, Rautiainen P (2003) Perhaps it is a body part: How the mobile
phone became an organic part of the everyday lives of Finnish children and
teenagers. In J. Katz. (Ed.), Machines that become Us: The social context of
communication technology (pp. 293-308). New Brunswick, NJ: Transaction
Publishers.

10. Westlund O (2010) New(s) functions for the mobile: A cross-cultural study.
New Media & Society 12: 91-108.

11. Mante E (2002) The Netherlands and the U.S.A. compared. In J. Katz &
M. Aakhus (Eds.), Perpetual contact: Mobile communication, private talk, public
performance (pp. 110-25). Cambridge: Cambridge University Press.

12. Wei C, Kolko BE (2005) Studying mobile phone use in context: Cultural,
political, and economic dimensions of mobile phone use. Proceedings.
International Professional Communication Conference, 205-212.

Int ] Journalism Mass Comm
ISSN: 2349-2635

IJJMC, an open access journal
Volume 1. 2014. 105


http://www.routledge.com/books/details/9780415547956/
http://www.routledge.com/books/details/9780415547956/
http://nms.sagepub.com/content/8/6/991.abstract
http://nms.sagepub.com/content/8/6/991.abstract
http://books.google.co.in/books?id=rd2ibodep7UC&printsec=frontcover&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
http://books.google.co.in/books?id=rd2ibodep7UC&printsec=frontcover&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
http://nms.sagepub.com/content/12/1/3.extract
http://nms.sagepub.com/content/12/1/3.extract
http://nms.sagepub.com/content/12/1/3.extract
http://nms.sagepub.com/content/12/1/3.extract
http://books.google.co.in/books?id=o4OqTgV3V00C&printsec=frontcover&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
http://books.google.co.in/books?id=o4OqTgV3V00C&printsec=frontcover&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false
http://books.google.co.in/books?id=0jqDAAAACAAJ&dq=One+world,+multiple+cultures.+A+new+paradigm+on+communication+for+development&hl=en&sa=X&ei=5viWU8vLI4rHuASiyIDoBw&ved=0CC8Q6AEwAQ
http://books.google.co.in/books?id=0jqDAAAACAAJ&dq=One+world,+multiple+cultures.+A+new+paradigm+on+communication+for+development&hl=en&sa=X&ei=5viWU8vLI4rHuASiyIDoBw&ved=0CC8Q6AEwAQ
http://nms.sagepub.com/content/9/2/343.abstract
http://nms.sagepub.com/content/9/2/343.abstract
http://nms.sagepub.com/content/12/1/91.short
http://nms.sagepub.com/content/12/1/91.short
http://ieeexplore.ieee.org/xpl/login.jsp?tp=&arnumber=1494179&url=http%3A%2F%2Fieeexplore.ieee.org%2Fxpls%2Fabs_all.jsp%3Farnumber%3D1494179
http://ieeexplore.ieee.org/xpl/login.jsp?tp=&arnumber=1494179&url=http%3A%2F%2Fieeexplore.ieee.org%2Fxpls%2Fabs_all.jsp%3Farnumber%3D1494179
http://ieeexplore.ieee.org/xpl/login.jsp?tp=&arnumber=1494179&url=http%3A%2F%2Fieeexplore.ieee.org%2Fxpls%2Fabs_all.jsp%3Farnumber%3D1494179

Citation: Chen Y, Lo V, Wei R, Xu X, Zhang G (2014) A Comparative Study of the Relationship between Mobile Phone Use and Social Capital among College
Students in Shanghai and Taipei. Int ] Journalism Mass Comm 1: 105. DO http://dx.doi.org/10.15344/2349-2635/2014/105

Page g of 9

13. Fortunati L (2002) Italy: Stereotypes, True and False, in J. Katz and M.
Aakhus (Eds.), Perpetual contact: Mobile communication, private talk, public
performance (pp. 42-62). Cambridge: Cambridge University Press.

14. Katz JE, Rice RE (2002) Social consequences of Internet use: Access,
involvement, and interaction. Cambridge MA: MIT Press.

15. Perse EM, Greenberg DD (1998) The utility of home computers and media
use: Implications of multimedia and connectivity. J Broadcast Electron Media 42:
435-456.

16. Katz E, Blumer J, Gurevitch M (1974) Utilizations of mass communication
by individual. In Blumer JG & Katz E (Eds.), The uses of mass communication
(pp.19-32). Beverly Hills, CA, and London: SAGE.

17. Fine B (1999) The developmental state is dead -
Development and Change 30: 1-19.

long live social capital?

18. Foley M, Edwards B (1999) Is it time to disinvest in social capital? J Public
Policy 19: 141-173.

19. Gamarnikov E, Green A (1999) The third way and social capital: education
action zones and a new agenda for education, parents and community? Int Stu
Sociol Edu 9: 3-22.

20. Hawe P, Shiell A (2000) Social capital and health promotion: A review. Soc
Sci Med 51: 871-885.

21. Nahapiet J, Ghoshal S (1998) Social capital, intellectual capital, and the
organizational advantage. Acad Manage Rev 23: 242-266.

22. Adler PS, Kwon SW (2002) Social capital: Prospects for a new concept. Acad
Manage Rev 27: 17-40.

23. Coleman JS (1990) Foundations of social theory. London: Mainstream.

24. Putnam RD (1995) Bowling alone: America's declining social capital. J
Democr 6: 65-78.

25. Scopol T (2003) Diminished democracy: From membership to management
in American civic life. Norman, OK: University of Oklahoma Press.

26. Putnam RD (1993) Making democracy work: Civic traditions in modern Italy.
Princeton, NJ: Princeton University Press.

27. Sandefur RL, Laumann EO (1998) A paradigm for social capital. Ration Soc
10: 481-501.

28. Woolcock M (1998) Social capital and economic development: Toward a
theoretical synthesis and policy framework. Theor Society 27: 151-208

29. Castells M, Fernaldez-Ardevol M, Qiu JL, Sey A (2007). Mobile communication
and society: A global perspective: A project of the Annenberg Research Network
on international communication. Boston, MA: The MIT Press.

30. Katz JE (2008) Handbook of mobile communication studies. Morristown, NJ:
Massachusetts Institute of Technology.

31. Wellman B (2001) Physical place and cyber place: The rise of personalized
networking. International J Urban Regional Res 25: 227-252.

32. Wittel A (2001) Toward a network sociality. Theory, Culture & Society 18: 51.

33. Mascheroni G (2007) Global nomads' network and mobile sociality: Exploring
new media uses on the move. Inf Comm Soc 10: 527-546.

34. Lin CA (1996) Stand Point: Looking back: The contribution of Blumler and
Katz's uses of mass communication to communication research. J Broadcast
Electro Media 40: 574-582.

35. Hoflich JR, Rossler P (2001) Mobile schriftliche kommunikation oder: E-Mail
fur das handy. Medien & Kommunikation swissens chaft, 49, 437-461.

36. Leung L, Wei R (2000) More than just talk on the move: Uses and gratifications
on the cellular phone. J Mass Comm Qua 77: 308-320.

37. Licoppe C (2004) ‘Connected’ presence: The emergence of a new repertoire
for managing social relationships in a changing communication technoscape.
Environment and Planning D: Society & Space 22: 135-156.

38. Wei R, Lo V (2006) Staying connected while on the move: Cell phone use and
social connectedness. New Media & Society 8: 53-77.

39. Ishii K (2006) Implications of mobility: The uses of personal communication
media in everyday life. J Comm 56: 346-365.

40. Jin B, Pefia J (2010) Mobile communication in romantic relationships: The
relationship between mobile phone use and relational uncertainty, intimacy, and
attachment styles. Comm Report 23: 39-51.

41. Campbell SW, Kelley MJ (2006) Mobile phone use in AA networks: An
exploratory study. J App Comm Res 34: 191-208.

42. Ramirez A Jr, Dimmick J, Feaster J (2008) Reuvisiting interpersonal media
competition: The gratification niches of instant messaging, e-mail, and the
telephone. Comm Res 35: 529-547.

43. Wei R, Lo V, Xu X, Chen YK, Zhang G (2013) Predicting mobile news use
among college students: The role of press freedom in four Asian cities. New
Media & Society 19: 637-654.

44. Dabholkar PA, Bagozzi RP (2002) An attitudinal model of technology-based
self-service: Moderatmg effects of consumer traits and situational factors. J Aca
Market Sci 30: 184-202.

45. Subrahmanyam K, Reich SM, Waechter N, Espinoza G (2008) Online and
offline social networks. Journal of Applied Developmental Psychology, 29: 420-
433.

46. Ciabattari T (2007) Single mothers, social capital, and work-family conflict. J
Family Iss 28: 34-60.

47. Scheufele DA, Shah DV (2000) Personality strength and social capital:
The role of dispositional and informational variables in the production of civic
participation. Comm Res 27: 107-131.

48. Coleman JS (1988) Social capital in the creation of human capital. Am J Soc
94: §95-S120.

49. Leighley JE (1990) Social interaction and contextual influences on political
participation. Am Pol Qua 18: 459-475.

50. McLeod JM, Scheufele DA, Moy P (1999) Community, communication,
and participation: The role of mass media and interpersonal discussion in local
political participation. Pol Comm 16: 315-336.

51. Shen F, Wang N, Guo Z, Guo L (2009) Online network size, efficacy, and
opinion expression: Assessing the impacts of internet use in China. Int J Public
Opi Res 21: 451-476.

52. Moy P, Gastil J (2006) Predicting deliberative conversation: The impact of
discussion networks, media use, and political cognitions. Pol Comm 23: 433-460.

53. Olsen ME (1972) Social part|<:|pat|on and voting turnout: A multivariate
analysis. Am Soc Rev 37: 317-33

54. Calhoun C (1988) Populist politics, communications media, and large scale
social integration. Soc The 6: 219-241.

55. O'Keefe G, Sulanowski B (1995) More than just talk: Uses; gratifications, and
the telephone. Journalism Quart 72: 922-933.

56. Wei R (2006) Lifestyles and new media: Adoption and use of wireless
communication technology in China. New Media & Society 8: 991-1008.

57. Ling R (2008) New tech, new ties: How mobile communication is reshaping
social cohesion. Cambridge MA: MIT Press.

58. Kwak, N., Shah, D. V., & Holbert, R. L. (2004). Connecting, trusting, and
participating: The interactive effects of social associations and generalized trust
on collective action. Political Research Quarterly, 57, 643-652.

59. Daft RL, Lengel RH (1984) Information richness: A new approach to
managerial behavior and organization design. In L.L. Cummings and B.M. Staw
(Eds), Research in organizational behavior, 6: 191-233. Greenwich, CT: JAI
Press.

60. Daft RL, Lengel RH (1986) Organizational information requirements, media
richness and structural design. Management Science 32: 544-571.

61. Ling R (2004) The mobile connection: The cell phone’s impact on society. San
Francisco, CA: Morgan Kaufman Publishers.

62. Kluger J (2012) We never talk anymore: The problem with text messaging.
Time Magazine.

63. Hampton, KN, Lee CJ, Har EJ (2011) How new media affords network
diversity: Direct and mediated access to social capital through participation in
local social settings. New Media & Society 13: 1031-1049.

64. Baron N, Segerstad Y (2010) Cross-cultural patterns in mobile-phone use:
public space and reachability in Sweden, the USA and Japan. New Media &
Society 12: 13-34.

Int ] Journalism Mass Comm
ISSN: 2349-2635

IJJMC, an open access journal
Volume 1. 2014. 105


http://mitpress.mit.edu/books/social-consequences-internet-use
http://mitpress.mit.edu/books/social-consequences-internet-use
http://www.sunypress.edu/p-3486-information-technologies-and-gl.aspx
http://eric.ed.gov/?id=EJ580170
http://eric.ed.gov/?id=EJ580170
http://eric.ed.gov/?id=EJ580170
http://onlinelibrary.wiley.com/doi/10.1111/1467-7660.00105/abstract
http://onlinelibrary.wiley.com/doi/10.1111/1467-7660.00105/abstract
http://journals.cambridge.org/action/displayAbstract;jsessionid=95F9E2E366BCAB33A2E4426BBFD3D38A.journals?fromPage=online&aid=32745
http://journals.cambridge.org/action/displayAbstract;jsessionid=95F9E2E366BCAB33A2E4426BBFD3D38A.journals?fromPage=online&aid=32745
http://www.tandfonline.com/doi/abs/10.1080/09620219900200032#.U5kk4JSSy0s
http://www.tandfonline.com/doi/abs/10.1080/09620219900200032#.U5kk4JSSy0s
http://www.tandfonline.com/doi/abs/10.1080/09620219900200032#.U5kk4JSSy0s
http://www.ncbi.nlm.nih.gov/pubmed/10972431
http://www.ncbi.nlm.nih.gov/pubmed/10972431
http://www.jstor.org/discover/10.2307/259373?uid=3738256&uid=2&uid=4&sid=21104292930883
http://www.jstor.org/discover/10.2307/259373?uid=3738256&uid=2&uid=4&sid=21104292930883
http://www.jstor.org/discover/10.2307/4134367?uid=3738256&uid=2&uid=4&sid=21104292930883
http://www.jstor.org/discover/10.2307/4134367?uid=3738256&uid=2&uid=4&sid=21104292930883
http://www.public.iastate.edu/~carlos/607/readings/coleman.pdf
http://www.saddleback.edu/faculty/agordon/documents/Bowling_Alone.pdf
http://www.saddleback.edu/faculty/agordon/documents/Bowling_Alone.pdf
http://www.amazon.com/Diminished-Democracy-Membership-Management-Distinguished/dp/0806136278
http://www.amazon.com/Diminished-Democracy-Membership-Management-Distinguished/dp/0806136278
http://www.amazon.com/Making-Democracy-Work-Traditions-Modern/dp/0691037388
http://www.amazon.com/Making-Democracy-Work-Traditions-Modern/dp/0691037388
http://rss.sagepub.com/content/10/4/481.abstract
http://rss.sagepub.com/content/10/4/481.abstract
http://link.springer.com/article/10.1023%2FA%3A1006884930135
http://link.springer.com/article/10.1023%2FA%3A1006884930135
http://www.worldcat.org/title/mobile-communication-and-society-a-global-perspective-a-project-of-the-annenberg-research-network-on-international-communication/oclc/69734592
http://www.worldcat.org/title/mobile-communication-and-society-a-global-perspective-a-project-of-the-annenberg-research-network-on-international-communication/oclc/69734592
http://www.worldcat.org/title/mobile-communication-and-society-a-global-perspective-a-project-of-the-annenberg-research-network-on-international-communication/oclc/69734592
http://mitpress.mit.edu/books/handbook-mobile-communication-studies
http://mitpress.mit.edu/books/handbook-mobile-communication-studies
http://onlinelibrary.wiley.com/doi/10.1111/1468-2427.00309/abstract
http://onlinelibrary.wiley.com/doi/10.1111/1468-2427.00309/abstract
http://tcs.sagepub.com/content/18/6/51.abstract
http://www.tandfonline.com/doi/abs/10.1080/13691180701560077#.U5k375SSy0s
http://www.tandfonline.com/doi/abs/10.1080/13691180701560077#.U5k375SSy0s
http://www.tandfonline.com/doi/abs/10.1080/08838159609364379#.U5k4Q5SSy0s
http://www.tandfonline.com/doi/abs/10.1080/08838159609364379#.U5k4Q5SSy0s
http://www.tandfonline.com/doi/abs/10.1080/08838159609364379#.U5k4Q5SSy0s
http://jmq.sagepub.com/content/77/2/308.abstract
http://jmq.sagepub.com/content/77/2/308.abstract
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://nms.sagepub.com/content/8/1/53.abstract
http://nms.sagepub.com/content/8/1/53.abstract
http://onlinelibrary.wiley.com/doi/10.1111/j.1460-2466.2006.00023.x/abstract
http://onlinelibrary.wiley.com/doi/10.1111/j.1460-2466.2006.00023.x/abstract
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.envplan.com/abstract.cgi?id=d323t
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://www.academia.edu/857316/Revisiting_interpersonal_media_competition_The_gratification_niches_of_instant_messaging_e-mail_and_the_telephone
http://link.springer.com/article/10.1177%2F0092070302303001
http://link.springer.com/article/10.1177%2F0092070302303001
http://link.springer.com/article/10.1177%2F0092070302303001
http://jfi.sagepub.com/content/28/1/34.abstract
http://jfi.sagepub.com/content/28/1/34.abstract
http://www.researchgate.net/publication/224818399_Personality_strength_and_social_capital_-_The_role_of_dispositional_and_informational_variables_in_the_production_of_civic_participation?ev=prf_cit
http://www.researchgate.net/publication/224818399_Personality_strength_and_social_capital_-_The_role_of_dispositional_and_informational_variables_in_the_production_of_civic_participation?ev=prf_cit
http://www.researchgate.net/publication/224818399_Personality_strength_and_social_capital_-_The_role_of_dispositional_and_informational_variables_in_the_production_of_civic_participation?ev=prf_cit
http://www.jstor.org/discover/10.2307/2780243?uid=3738256&uid=2&uid=4&sid=21104139339187
http://www.jstor.org/discover/10.2307/2780243?uid=3738256&uid=2&uid=4&sid=21104139339187
http://apr.sagepub.com/content/18/4/459.short
http://apr.sagepub.com/content/18/4/459.short
http://www.tandfonline.com/doi/abs/10.1080/105846099198659#.U5lJIZSSy0s
http://www.tandfonline.com/doi/abs/10.1080/105846099198659#.U5lJIZSSy0s
http://www.tandfonline.com/doi/abs/10.1080/105846099198659#.U5lJIZSSy0s
http://ijpor.oxfordjournals.org/content/21/4/451.abstract
http://ijpor.oxfordjournals.org/content/21/4/451.abstract
http://ijpor.oxfordjournals.org/content/21/4/451.abstract
http://www.tandfonline.com/doi/abs/10.1080/10584600600977003#.U5lKJpSSy0s
http://www.tandfonline.com/doi/abs/10.1080/10584600600977003#.U5lKJpSSy0s
http://www.jstor.org/discover/10.2307/2093471?uid=3738256&uid=2&uid=4&sid=21104139339187
http://www.jstor.org/discover/10.2307/2093471?uid=3738256&uid=2&uid=4&sid=21104139339187
http://eprints.lse.ac.uk/55191/
http://eprints.lse.ac.uk/55191/
http://jmq.sagepub.com/content/72/4/922.abstract
http://jmq.sagepub.com/content/72/4/922.abstract
http://nms.sagepub.com/content/8/6/991.abstract
http://nms.sagepub.com/content/8/6/991.abstract
http://www.amazon.com/New-Tech-Ties-Communication-Reshaping/dp/0262515040
http://www.amazon.com/New-Tech-Ties-Communication-Reshaping/dp/0262515040
http://dl.acm.org/citation.cfm?id=8433
http://dl.acm.org/citation.cfm?id=8433
http://www.amazon.com/The-Mobile-Connection-Interactive-Technologies/dp/1558609369
http://www.amazon.com/The-Mobile-Connection-Interactive-Technologies/dp/1558609369
http://edition.cnn.com/2012/08/31/tech/mobile/problem-text-messaging-oms/
http://edition.cnn.com/2012/08/31/tech/mobile/problem-text-messaging-oms/
http://nms.sagepub.com/content/early/2011/02/09/1461444810390342
http://nms.sagepub.com/content/early/2011/02/09/1461444810390342
http://nms.sagepub.com/content/early/2011/02/09/1461444810390342
http://nms.sagepub.com/content/12/1/13.short
http://nms.sagepub.com/content/12/1/13.short
http://nms.sagepub.com/content/12/1/13.short

